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     Product Manager System is a new type of Product Management aroused from 
western countries. Because of its prompt response to market change, modification 
on the system of market competition, it is welcome by entrepreneurs. It is 
customers that make Product Manager become a more and more important role, 
which is recognized by all kinds of industries. 
     Presently, many domestic companies are promoting Product Manager System. 
However, there does also exist much problem due to some reasons. 
     The dissertation aim to analysis the character, significance, precondition and 
essentials of being Product Manager System, further to put it into operation on 
Chinese enterprises smoothly, and hope this system can enhance our Chinese 
enterprises’s product competence, brand competence and international competence. 
 
The dissertation contains six chapters as follows: 
 Chapter I: The basic theory of Product Management. This chapter describes 
some base concepts of Product Management and it gives us a complete 
understanding of product manager’s history and development. 
 Chapter II: The introduction of Product Manager System. This chapter 
describes the title character of product manager; it also gives an analysis of this title. 
Finally it discusses the marketing organization structure of those enterprises with 
Product Manager System. 
 Chapter III: The significance of being Product Manager System. It 
discusses the necessity, importance and significance of being Product Manager 
System. 
Chapter IV: The basic precondition of being Product Manager System. Firstly, 
it point out limitation of this system, then it discuss the basic precondition before 
promotion, finally it illustrate us how to do business reengineering before 













 Chapter V: The essentials of being Product Manager System. This chapter 
presents the recruitment, working relationship balance, marketing control skill, 
brand operation, performance appraisal and training of product manager. This 
chapter is the core of the dissertation. 
Chapter VI: The application of Product Manager System in Chinese 
enterprises. This chapter is another core of the dissertation. Taking into account of 
the urgency and errors on the process of promotion, it focuses on how to introduce 
this system successfully. 
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